INDEX TO VOLUME 25 


Achenbaum, Alvin A. Can We Tolerate a Double 
Standard in Marketing Research? No. 3, pp. 
RC-3-7. 

Proposes that the marketing research com- 
munity is operating under a double standard: 
the courts insisting on one standard—the 
truth, and business accepting a lower stan- 
dard—falsity. 

Axelrod, Joel N., and Hans Wybenga. Perceptions 
That Motivate Purchase. No. 3, pp. 19-20. 

This study finds that perceptual questions 
rather than conventional diagnostic questions 
can be more powerful in revealing what moti- 
vates purchase behavior. 

Barak, Benny, and Barbara Stern. Woman's Age in 
Advertising: An Examination of Two Consumer 
Age Profiles. No. 6, pp. 38-47. 


The study focuses on how age factors affect 
the woman consumer. 


Barry, Thomas E., Mary C. Gilly, and Lindley E. 
Doran. Advertising to Women with Different Ca- 
reer Orientations. No. 2, pp. 26-35. 

A study on how women’s different career ori- 
entations result in diverse responses to exper- 
imental advertisements for a hypothetical 
magazine. 

Bayus, Barry L. Word of Mouth: The Indirect Ef- 
fects of Marketing Efforts. No. 3, pp. 31-39. 


60 


Examines the effects of consumers obtaining 
information about products and services from 
other people. Outlines a marketing strategy to 
include ‘‘word of mouth”’ as a part of the mar- 
keting system. 

Bellenger, Danny N. See Korgaonkar and Bellenger. 

Beville, Hugh M. The Audience Potential of the New 
Technologies: 1985-1990. No. 2, pp. RC-3-10. 

A report on the systematic evaluation of 16 
technical developments in electronic media 
and how they benefit viewers. 

Beller, Robert W. Pretesting Without Sound and Mo- 
tion: A Magazine Advertiser's View. No. 6, pp. 
RC-3-5. 

Beller discusses print copy-testing principles 
and procedures and their pros and cons. 
Boyd, Colin W. Point of View: Alpha-Numeric Brand 

Names. No. 5, pp. 48-52. 
This article discusses the likely origins of 
alpha-numeric product names, the reasons for 
the apparent growth in the use of such names, 
and the various classes of names that exist. 

Brown, Gordon. Tracking Studies and Sales Effects: 
A U.K. Perspective. No. 1, pp. 52-64. 

A British point of view on how to use tracking 
studies to make more effective advertisements. 

Brugaletta, Yolanda. What Business-to-Business Ad- 
vertisers Can Learn from Consumer Advertisers. 
No. 3, pp. RC-8-9. 


INDEX TO VOLUME 25 


Achenbaum, Alvin A. Can We Tolerate a Double 
Standard in Marketing Research? No. 3, pp. 
RC-3-7. 

Proposes that the marketing research com- 
munity is operating under a double standard: 
the courts insisting on one standard—the 
truth, and business accepting a lower stan- 
dard—falsity. 

Axelrod, Joel N., and Hans Wybenga. Perceptions 
That Motivate Purchase. No. 3, pp. 19-20. 

This study finds that perceptual questions 
rather than conventional diagnostic questions 
can be more powerful in revealing what moti- 
vates purchase behavior. 

Barak, Benny, and Barbara Stern. Woman's Age in 
Advertising: An Examination of Two Consumer 
Age Profiles. No. 6, pp. 38-47. 


The study focuses on how age factors affect 
the woman consumer. 


Barry, Thomas E., Mary C. Gilly, and Lindley E. 
Doran. Advertising to Women with Different Ca- 
reer Orientations. No. 2, pp. 26-35. 

A study on how women’s different career ori- 
entations result in diverse responses to exper- 
imental advertisements for a hypothetical 
magazine. 

Bayus, Barry L. Word of Mouth: The Indirect Ef- 
fects of Marketing Efforts. No. 3, pp. 31-39. 


60 


Examines the effects of consumers obtaining 
information about products and services from 
other people. Outlines a marketing strategy to 
include ‘‘word of mouth”’ as a part of the mar- 
keting system. 

Bellenger, Danny N. See Korgaonkar and Bellenger. 

Beville, Hugh M. The Audience Potential of the New 
Technologies: 1985-1990. No. 2, pp. RC-3-10. 

A report on the systematic evaluation of 16 
technical developments in electronic media 
and how they benefit viewers. 

Beller, Robert W. Pretesting Without Sound and Mo- 
tion: A Magazine Advertiser's View. No. 6, pp. 
RC-3-5. 

Beller discusses print copy-testing principles 
and procedures and their pros and cons. 
Boyd, Colin W. Point of View: Alpha-Numeric Brand 

Names. No. 5, pp. 48-52. 
This article discusses the likely origins of 
alpha-numeric product names, the reasons for 
the apparent growth in the use of such names, 
and the various classes of names that exist. 

Brown, Gordon. Tracking Studies and Sales Effects: 
A U.K. Perspective. No. 1, pp. 52-64. 

A British point of view on how to use tracking 
studies to make more effective advertisements. 

Brugaletta, Yolanda. What Business-to-Business Ad- 
vertisers Can Learn from Consumer Advertisers. 
No. 3, pp. RC-8-9. 


Discusses the key differences between busi- 
ness-to-business advertisers and consumer 
advertisers. 

Bush, Alan J., and A. Parasuraman. Mall Intercept 
versus Telephone-Interviewing Environment. No. 
2, pp. 36-42. 

This study examines how environment affects 
the individual in a marketing research setting. 
Specifically, the study compares the situational 
settings of shopping mall interviews and tele- 
phone interviews. 

Channon, Charles. Research Modes and Manage- 
ment Styles. No. 5, pp. RC-4-9. 

Channon gives a market place perspective on 
advertising research. 

Chook, Paul H. A Continuing Study of Magazine 
Environment, Frequency, and Advertising Per- 
formance. No. 4, pp. 23-33. 

Chook’s description of an ongoing program of 
editorial environment research at the Ziff- 
Davis Publishing Co. 

Cohen, Ronald Jay. Computer-enhanced Qualitative 
Research. No. 3, pp. 48-52. 

Describes computer-enhanced qualitative re- 
search. The methodology of the system is sum- 
marized into three phases of the research: 1) 
preparation 2) on-site testing 3) analysis. 

Crimmins, Jim. Heavy Hints for Heavy Ups. No. 4, 
pp. RC-3-6. 

A look at weight testing and a guide for making 
decisions on advertising allocation. 

Cuba, Fred. Fourteen Things That Make or Break 
Tracking Studies. No. 1, pp. 21-23. 

An overview of tracking study objectives, de- 
sign, evaluative measures, analysis, and 
presentation. 

Dailey, Brenda O. Communicating to the Youth 
Market: The Child’s Perspective. No. 4, pp. 
RC-7-8. 

Advice on the best methods to use for devel- 
oping products for the youth market. 

Danbury, Thomas. An Original In-depth Segmenta- 
tion Study of the Market Research Industry. No. 
4, pp. 52-55. 

This study was conducted on the market re- 
search community to better understand the 
people of its industry. Profiles are drawn on 
the six research types that arose from the data. 

Dimling, John. Measuring Future Electronic Media 
Audiences. No. 1, pp. RC-3-7. 

A report on the results of an activity organized 
by the Electronic Media Rating Council to look 
at the measurement of future audiences for 
electronic media. 

Donius, James F. Market Tracking: A Strategic 


Volume 25, No. 6, December 1985/January 1986 
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Metzger discusses the importance of having an 
industry support group on the subject of re- 
search quality, and reviews what the ARF is 
doing. 

Meyer, Luanne. See Swartz and Meyer. 

Moran, William T. The Circuit of Effects in Tracking 
Advertising Profitability. No. 1, pp. 25-29. 

Moran discusses the complex chain of events 
that take place from exposure to an advertising 
campaign to the purchase. 

Mord, Marvin S., and Edith Gilson. Shorter Units: 
Risk—Responsibility— Reward. No. 4, pp. 9-19. 

This study assesses viewer response to both 
programming and advertising with respect to 
commercial length, commercial mix, and ad- 
ditional commercial clutter. 

Morris, Louis A., Michael Ruffner, and Ronald 
Klimberg. Warning Disclosures for Prescription 
Drugs. No. 5, pp. 25-32. 

The authors investigate the global reactions of 
consumers to various ways of structuring 
warning information in prototypical product 
advertising. 

Neelankavil, James P., John V. O’Brien, and Richard 
Tashjian. Techniques to Obtain Market-Related 
Information from Very Young Children. No. 3, 
pp. 41-47. 

This article presents a unique approach for ob- 
taining meaningful and intelligible information 
from 5- and 6-year-old children. 

O’Brien, John V. See Neelankavil, O’Brien, and 
Tashjian. 

Occhiogrosso, Michael G. See Frankel and 
Occhiogrosso. 

Olson, David. The Characteristics of High-Trial 
New-Product Advertising. No. 5, pp. 11-16. 

An analysis of which general characteristics 
are shared by advertising that ‘‘works.”’ 
Ossip, Al. Eshics—Everyday Choices in Marketing 

Research. No. 5, pp. RC-10-12. 
Raises the reader’s consciousness of the 


unethical practices sometimes used in mar- 
keting research. 

Rime, Daniel K. Claims Matrix Mapping for Im- 
proved Competitive Positioning. No. 6, pp. RC- 
13-16. 

Rime lists four expectations that manage- 
ment has for marketing communicators and 
addresses the solutions to those expecta- 
tions with a simple, easy-to-use research 
methodology. 

Rissin, Jeffrey A. TeleMarketing and Research. No. 
4, pp. RC-9-10. 
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